














もに効果が得られやすくなる（Haley, Jack and 































率性を高め（Hahn and Insuk, 1999）、不慣れなも
のよりも高いパフォーマンスを導くという結果も
















































（Scherer and James, 1977）。
　テンポは音楽の感情的印象を表現するために
有効な要素であるとされ（Scherer and James, 
1977; Cupchik, Martin and Jelie, 1982; Milliam, 
1982; Rosenfeld, 1985; Kellaris and Robert, 1991; 






































































































































































































































































1 .407 1.513 25.220
2 .211 1.213 20.216









































































1 .371 1.448 24.129
2 .171 1.167 19.445
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A Study on the Characteristics of BGM
- Quantitative Analysis on CM Songs and Tie-up Songs -
KOSHIKAWA Yasuko 
【abstract】
“Nagara” is quite usual with Japanese. BGM on TVCM replaces video images as means of information 
devices that companies influence on communications with consumer. Mostly musics produce moods and have 
some effects on our feelings, so it influences on our memories easily. Therefore this study intakes and verificates 
the characteristics of musics and Japanese, and we find the characteristics that Japanese like.
【key words】
BGM,  folk song,  tempo,  melody,  Japanese
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